The emergence of e-Marketing innovation as a new communication tool is increasing globally and it provides exceptional opportunities for firms to enjoy improved sales, performance and competitiveness in the market place. The Nigerian manufacturing sector has in recent times placed much importance on innovative marketing for stimulating firm's efficiency and accomplishing a sustainable development, but firms' decisions to adopt and deploy e-Marketing innovation are conceptually based on organizational, technological, environmental and behavioural factors which could either influence or impede its adoption. This study measured the relationships between e-Marketing innovation and key factors influencing its adoption among the Nigerian manufacturing firms, while major interactions among these factors were also examined using appropriate statistical methods. Furthermore, the study ascertained the level disparity among factors determining e-Marketing adoption. It was found that firms' decisions to adopt eMarketing innovation were primarily driven by the availability of financial resources, external pressure, cost of technology and market acceptability of e-Marketing services. They were discovered to be more significant and dominant factors for e-Marketing adoption. The study recommends that e-Marketing adoption by firms should embrace sustainable strategies such as strategic planning, need assessment/analysis, substantial financial resources and focus driven investment decisions.
INTRODUCTION
In today's highly competitive global marketplace, businesses now steadily deploy information and communications technologies (ICTs) to build brands, facilitate and track consumer communities, share pertinent information, disseminate messages, provide customer service as well as to gain competitive edge in the cluttered marketplace (Krishnamurthy, 2006) . More increasingly, organizations have been deploying the Internet and other electronic based means in conducting their marketing activities as a way of exploiting electronic marketing tools to thrive in a very dynamic and dramatic way (El-Gohary, 2010).
Manufacturing firms around the world are now focusing more on employing technologies to spur growth, client value and market differentiation, while other businesses are embracing innovative technologies for breakthrough change and diversification. Therefore, innovative marketing is an important means to stimulate firm's efficiency and a source to accomplish a sustainable development in an organization. Studies have ascertained that the adoption of ICT as an innovative and communication tools provide distinctive opportunities for organizations to enjoy improved sales and allay competitive pressure.
Moreover, manufacturing firms in Nigeria are threatened with stiff competition and growing demands for high quality products, services and market which is categorized by fast response time, reliable deliveries and new product functions. In such a dynamic and competitive environment, innovative marketing is regarded as a key strategic tool for these manufacturing firms' competitiveness. Manufacturing firms characterized with effectual deployment of e-Marketing are liable to enjoy higher profitability levels, price premium and generate growth in turnovers with higher margins as a result of their improved means of introducing new products into the market which may have explicit benefits over existing products in established markets.
However, the appropriate deployment of ICT by firms has emerged as an effective facilitator for growth and a major driving force to an impressive development due to varying lifestyle patterns, better communication network and rapidly changing demand structure of consumers (Sindhi et al., 2011) . ICT has also been increasingly useful for almost all business functions during the past decades in the developed nations to solve difficulties of all kinds in the business world (Brady et al., 2002) and has provided means of reaching out to the people at all levels.
Hence, electronic marketing (e-Marketing) which principally entails the deployment of Internet and other communicating technologies to create and facilitate dialogue between firms and identified customers (Coviello et al., 2001 ) is increasingly having a dramatic influence on almost all aspects of business and encompasses one-to-one marketing which allows for mass customization. This phenomenon is not only applicable to businesses in the developed economies, but also in developing nations such as Nigeria, though the level of their usage differs.
For effectual marketing decisions, ICT provides ready access to a vast array of global information resources and aids the gathering of valuable competitive knowledge and consumer-related information that simplify the decision processes. More so, Prasad et al. (2001) opined that ICT offers marketing with peculiar ability to target specific groups of persons with precision and permit mass customization and one-to-one strategies by adapting communications and other elements of the marketing mix to consumer segments.
In this era of e-Marketing innovation, customers and firms can easily network electronically and the interactive nature of technology allows customer's information to be individually treated regarding the products/services and to identify their changing taste and preferences in developing products/services according to their needs. The operationalization of e-Marketing also serves as placement for accustomed traditional relationship marketing where there is face-to-face interpersonal contact. The relationships formed in e-Marketing innovation are dependent on technologies to enable interactivity and perpetually substitute for direct contact.
The ultimate goal of the any marketing-oriented organization should be to have satisfied customers who will become loyal and translate to sustained profit, value and competitive advantage as keeping customers satisfied is very important because it is more difficult and expensive to attract new customers than to retain them. Companies adopting ICT for marketing needs have to analyze the benefits of ICT usage and automation, or the advantages of personal interactions and direct customer relationships (Fellenz and Brady 2006, Rebolledo et al., 2005) . However, the manufacturing sector has significantly influenced the Nigerian economy. The sector is a potential growth driver that must be coordinated so as to make best use of its forward linkage with retail and wholesale trades from a local production perspective through enhanced value-added production thereby making manufacturing sector a major driver of growth and exports (National Planning Commission, 2009). The contribution of the manufacturing sector to real GDP steadied around 4% between year 2005 and 2015 without any major improvement in the sector's productivity. In recent times, the contribution of the manufacturing sector is mostly noticed in the processing and manufacturing of goods but its effects on the GDP is largely insignificant when compared with the oil sector. The inability of the government to develop non-oil sectors including manufacturing industry has hampered the development and growth that the sector would have contributed to the Nigerian economy at large. Although the present status of the Nigerian manufacturing sector cannot attain an enviable economic development but it has great potentials and bright future as Nigeria possesses one of the most flamboyant markets. Considering the teeming population of about 160 million consumers and millions more consumers in the neighboring countries, the sector has the potential of adopting more advanced technologies in coming years to spur production processes.
The Nigerian paints industry which is a subset of the manufacturing sector has come a long way and has metamorphosed from the manual based production processes to more advanced production methods. The industry is characterized with high intensity of competitiveness, but not adequately controlled which allows free entry and exit resulting to rather 'friendly capital required' to commence the business. The operating costs are reasonably low, thereby increasing the number and longevity of players that exist in the industry (LeadCapital, 2008) . The intensification of infrastructural facilities and maintenance spending by the private and public sector is giving impetus to the industrial paints and coatings market in Nigeria. The Nigerian Government efforts and successful stimulation of private and public participation in developmental projects have handed them the opportunities to handle major operations at Nigeria's shore and even beyond. The rapid rollout of several new developmental projects over the years by the Nigerian Government and private companies has significantly increased the local production and capacity utilization of paints and coatings industry. However, the pronouncement of new projects in the oil sector and allied industries in Nigeria are driving the demand for industrial paints and coatings products (Frost and Sullivan, 2014) . The Government and other private companies are the key forces motivating the launch of new projects and in turn broadening market potentials. More so, the persistent increasing price of raw materials is pushing up the cost of industrial paints and coatings production. The inconsistent exchange rates are also a cause for concern, as most raw materials used for production of paints products are imported (Coatings World, 2014).
The manufacturing paints firms in Nigeria now deploy ICT in their product marketing in order to keep hold of market share and ensure profitability in the face of increasingly stiff competition and product homogenization, this development has considerably improved the rate of e-Marketing adoption in the Nigerian paints industry, even though it is not as pronounced as those observed in advanced countries. Inevitably, it is essential to understand the factors that drive the adoption of e-Marketing innovation among firms in the Nigerian paints industry. Nevertheless, the innovative capability of paints firms in Nigeria significantly varies depending on the size, resources, infrastructures, targeted market, locations and the opportunities accrued to such business environment in which they operate. It is in lieu of this that this study essentially seeks to examine the factors that influence e-Marketing adoption in the Nigerian paints industry.
Furthermore, the consideration of the factors that influence the e-Marketing adoption usually accorded firms the opportunities to create and plan on how to attract consumers for their products and services, thereby enabling them to gain competitive advantage and control meaningful share of the market (Ghobakhloo et al., 2011) . In Nigerian paints industry, there is practically dearth of information as regards what motivates firms' decisions to adopt and incorporate ICT for marketing activities. This could be as a result of the fact that e-Marketing adoption among paints firms is still in its infancy stages, while its acceptance and use by firms is still inadequate.
LITERATURE REVIEW
This section discusses issues on ICT access and usage, related empirical literatures on e-Marketing innovation and factors that propel its adoption around the world.
ICT Revolution In The Modern World
Over the years, the ICT evolution has driven global development in a remarkable way. More importantly, the technological advancement, infrastructure deployment and falling prices have brought about unexpected progress in ICT access and connectivity to billions of people globally. Based on the recent statistical data from the International Telecommunication Union (ITU) in 2015, there are more than 7 billion mobile cellular users across the globe, which is equivalent to a penetration rate of 97% from 738 million in the year 2000, while mobile broadband penetration rate which remains the most dynamic market segment globally has reaches 47% in 2015 with a value that increased 12 times since 2007. However, ICT infrastructure varies widely in the countries. In developing countries; they may be less available and offer less capacity. Nevertheless, Nigeria is catching up quickly by leapfrogging older generations of technology as well as creating solutions that suit the needs of its user communities. More so, the prevalence, affordability and accessibility of broadband are means of promoting a knowledgebased and informed society. Broadband technologies are regarded to be vital when measuring access to the use of the internet, as they offer users the possibility to rapidly transfer large volumes of data and keep access lines open. The take-up of broadband is considered to be an important indicator within the domain of ICT policy making.
The proportion of households with Internet access at home improved from 18% in 2005 to 46% in 2015, while fixed-broadband uptake is growing at a lesser pace, with a 7% annual increase over the past three years and reaching 11% penetration by end 2015. The proportion of the population coverage of a 2G mobile-cellular network grew from 58% in 2001 to 95% in 2015, while 3G mobile-cellular network increased from 45% in 2011 to 69% in 2015. With the mobile-broadband less expensive than fixedbroadband plans, the price of a basic (fixed or mobile) broadband plan corresponds to less than 5% of average GNI per capita, thus meeting the Broadband Commission target in the year 2014 in 111 countries. The global average price of a basic fixed-broadband plan (52 PPP$) stands 1.7 times higher than the average price of a comparable mobile-broadband plan (30 PPP$). In developing nations, the average monthly fixed-broadband prices (in PPP$) are 3 times higher than in developed countries, which means that mobile-broadband prices are twice as expensive as in developed countries.
ICT is envisioned to play more decisive roles in the post 2015 development agenda thereby achieving sustainable development goals as the world moves closer to a digital society. In last decade, ICT has been able to connect people and create a truly inclusive information society in which the availability of comparable and high-quality data and statistics had been used to measure progress. The prevalent access to the new applications of ICT is seen as essential for the development of advanced services on the internet and other electronic based platforms such as e-Marketing, e-Business, e-Government or eLearning. E-Marketing has become a rapid and dynamic means of marketing communication. This is as a result of the increasing numbers of businesses depending on it to conduct their marketing activities and this development is enormously driving electronic based marketing researchers to intensify more study in this arena (Mohd et al., 2014) . However, this is not without the influencing factors and barriers for adoption in implementing electronic based marketing practices by organizations which might create not only a lot of opportunity but can change the shape and the nature of business all over the world.
Empirical Literatures of the Study
Various studies have identified factors considered to be prerequisites for adopting and deploying eMarketing innovation in an organization. The impact of e-Marketing on firm's performance and profitability in developed and developing countries have led to a lot of research in the literature on the influences of its adoption by firms (Dlodlo and Dhurup, 2013) . Notably, firms would only adopt and deploy technologies that are in harmony to their line of business and such technologies would have to offer relative benefits (Rashid and Al-Qirim, 2001 ).
El-Gohary (2012) opined that when it comes to the implementation of e-Marketing in an organization, its acceptability is determined by several factors which includes owner skills, the available resources of the firm, the organizational culture, cost of adoption, size, ease of use, compatibility, competitive pressure, government influence, market trends, national infrastructure and cultural orientation towards e-Marketing by the customers.
More importantly, a review of literatures revealed that the adoption of e-Marketing varies by industry type (Poon and Swatman, 1999) , which could eventually implies that the nature of industry determines the influencing factors for e-Marketing adoption. Martin and Matlay (2001) and Sadowski et al. (2001) further ascertained that those firms that specialized in manufacturing products are liable to adopt technologies less compare to the knowledge intensive service organizations such as Consultancies firms. This occurrence could be majorly attributed to the fact that most of these manufacturing companies are still at the early phases of e-Marketing adoption. The various factors influencing e-Marketing innovation adoption are briefly discussed below based on related literatures from developed and developing countries of the world. The study conducted by Liebermann and Stashevsky (2002) revealed that some firms may not be willing to embrace e-Marketing due to perceived risks that include privacy and security issues. This is majorly because any online dealings and purchasing decisions made are solely built on trust (Wagener, 2004) , while the unavailability or inadequate security, trust and privacy procedures or perhaps unrecognized brand name could threaten customer's confidence in embracing any electronic based means of interactions introduced by the firm. 
iii. Behavioural Factors
Studies have suggested that subsequent to the early phase of e-Marketing adoption, external readiness plays a crucial role in ensuring that an organization enjoys full benefits of the technology (Dlodlo and Dhurup, 2013 ). More so, the level of awareness among customers and business partners to electronically conduct marketing activities significantly influences the institutionalization of the e-Marketing concept among firms (Ghobakhloo et al., 2011) .
iv. Technological Factors Scupola (2009) described technological factors as those that are attained from the nature and characteristics of the ICT that an organization or firm deploys or anticipate deploying for e-Marketing purposes. The presence of technological competence and acceptability for an innovation may be an important prerequisite for its adoption and diffusion (Chau and Hui, 2001 ). Evidences from Asia highlighted that firms are not encouraged to adopt e-Marketing as a serious business practice based on the limited acceptability and popularity of online dealings by consumers (Lane et al., 2004 ).
Dlodlo and Dhurup (2010) postulated lack of technological skills, training and inadequate research around the subject matter of e-Marketing has led many organization's failure to implement e-Marketing practice which also corroborated with the conclusions of the studies of Ramsey and McCole (2005) , and Kohn and Husig (2006) which indicated that the absence of experience and profound knowledge of e-Marketing practices often determines its adoption.
CONCEPTUAL FRAMEWORK FOR THE STUDY

Environmental Factors
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METHODOLOGY
The data used in this study was obtained from a field survey conducted among the paints manufacturing firms in the year 2014, where all six states in the Southwestern, Nigeria were covered. This was based on the fact that most of the paints firms in Nigeria are sited in this region while other regions depend solely on regular production and supplies of paints from the Southwestern region of Nigeria which are greatly achieved through effectual vast dealership networks they operate. The paper employed a structured questionnaire to collect data from two hundred and forty (240) respondents from randomly selected and registered paints manufacturing firms drawn from the Nigerian business directory. A total number of two hundred and three (203) completed questionnaire representing 84.5% response rate were used in this work through purposive selection of one Head/Senior staff from Marketing/Sales department and Chief Executive Officer/General Manager in the registered and selected paints companies.
Quantitative methods of analysis used were descriptive and inferential statistics. Inferential statistical techniques employed were regression and correlation matrix analysis, while the study descriptively used percentage ratio. However, some of the socio-demographic characteristics of the sampled paints firms were captured. The study revealed that five (2.5%) of the sampled firms had been in existence before the year 1970, while three ( Also, the results further revealed that 43.3% of the respondents have less than 5years of job experience, 33.1% had 5-9years, 19.7% had 10-19years and 3.9% had 20-30years of job experience. About 43.3% of the respondents from the sampled companies were management staffs, while 32% were senior staffs, 15.3% were junior staffs, 6.9% were contract staffs while 2.5% of the respondents fell into other categories of staffs. The sampled staffs showed that they had a vivid understanding of their organizational marketing structures and better knowledge of their products. Moreover, the firms also indicated how long they had been adopting e-Marketing tools. It was revealed that 52.7% of the sampled firms started deploying e-Marketing devices in the last four years, while 44.6% also indicated that their ICT deployment was within the last 5-14 years and 2.7% of the firms deployed ICT between 15-24 years.
Study Variable and Measurement
The key variables that were used in this study were divided into independent and dependent variables. The independent variables are the factors identified to influence e-Marketing adoption, while the dependent variable is the deployment of e-Marketing among paints manufacturing firms in Nigeria. The independent variables were categorized into organizational, environmental, behavioural and technological factors. The factors considered in the study were centered around due consultations of various empirical literatures of ICT adoption for different purposes in different fields. Hence, a clear understanding of e-Marketing innovation adoption, together with a more holistic conceptual framework that explains the key elements of e-Marketing adoption among manufacturing firms' general dispositions towards ICT usage for marketing activity, is an important issue for this research as follows:
i. Organizational Factor
An organizational influence plays a major role in determining reasons why a particular technology should be adopted in any organization. The respondents were asked to rank the degree to which each identified factors dictated the organizational decision to adopt ICT and the variable was measured by method of ranking using the 5-point Likert scale. The mean of 1 represents Undecided, 2 for Not Important, 3 for Moderately Important, 4 for Important and 5 for Very Important.
ii. Environmental Factor
Clear-cut considerations for environmental issues are pertinent in organization's decision to adopt and deploy electronic based tools for marketing activities. This variable was also measured by method of ranking using the 5-point Likert scale. The mean of 1 indicates Undecided, 2-Not Important, 3-Moderately Important, 4-Important and 5-Very Important.
iii. Behavioural Factor
For proper adoption and deployment of e-Marketing by firms, the educational status and social awareness of the customers and market at large as regards the technology must be reckoned with for smooth operationalization. This variable was measured by method of ranking using the 5-point Likert scale. The mean of 1 signifies Undecided, 2-Not Important, 3-Moderately Important, 4-Important and 5-Very Important.
iv. Technological Factor
The factor was measured using the assessment of technical know-how of the staffs, technological acceptability/popularity, cost of the technology and the adequacy of the technology in terms of speed and time. This variable was measured by method of ranking using the 5-point Likert scale. The mean of 1 denotes Undecided, 2-Not Important, 3-Moderately Important, 4-Important and 5-Very Important.
DATA PRESENTATION AND DISCUSSIONS
The results derived from the econometrics analyses of the study are shown in the tables below with empirical discussions. Market structure and size has demonstrative effects on the adoption and implementation of new technologies, thereby allowing for a more substantial degree of heterogeneity across and within industries (Baptista, 1999; Davide et al., 2010) . This is also evident among Nigerian manufacturing firms. Similarly, Bresnahan et al., (2002) draws attention to the importance of human/technical capability and technological competencies in the adoption of innovation, this is also evident among the Nigerian manufacturing firms. Also, security, trust and privacy play a fundamental role in the dynamics of e-Marketing adoption and diffusion among Nigerian firms which is in accordance with the empirical and theoretical literature. Davide et al. (2010) emphasized that those firms imploring for a high route to information exchanges, to online sales and purchases will be most interested in the provision of advanced technological infrastructure for the security, trust and privacy of their own marketing activities and transactions.
Also, the efficacy of a technology is characterized by its ability to deliver with high speed and timing efficiency. The estimated coefficient for time and speed in e-Marketing innovation adoption which is positive and significant, shows that the continuous evolution of technological deployment of ICT services requires better transmission efficiency (Grubesic and Murray, 2004; Savage and Waldman, 2005) . Evidently, this is as a result of the accessibility of suitable communication infrastructure among Nigerian firms which raise the speed of communications and the access to the Internet as well as the use of other e-Marketing interactive innovations.
Furthermore, the correlation matrix was used to examine the multi-collinearity problems among the various factors identified in the study. To analyze the relationships between e-Marketing adoption and influencing factors for adoption, a correlation factor analysis was conducted and the results are shown in Table 2 . The association between each of the independent variables and dependent variable was analyzed using Pearson Correlation at both 1% and 5% levels of significance. The correlation matrix revealed and supported that the various factors considered under the technological, organizational, behavioural and environmental factors have positive associations with the adoption of e-Marketing innovation in the Nigerian paints industry. All of the identified factors positively correlated with the e-Marketing adoption rate and the differences were shown to be statistically significant at both 1% and 5% levels of confidence, which implied that all the fifteen business factors had influenced or dictated the adoption of e-Marketing innovation in the Nigerian paints industry.
More so, the positive relationship between firms' investment in human/technical capability and firms' adoption of ICT has been supported by various arguments. Human and technological capability enables a firm to achieve greater competence to meet the demands of its changing domestic and international market (Zahra and George, 2002) 
CONCLUSION
The outcomes from the statistical analyses gave a clearer picture of e-Marketing adoption in the Nigerian paints industry. The data analyses showed that organizational capability, in terms of human and technical competence, returns on investment, availability of financial resources and top management support had major influence on the adoption of e-Marketing. This conformed to the findings of Fillis et al. (2004) that employees' technical capability to integrate and deploy a technology-related innovation usually promotes the availability of human capital for technological adoption and implementation within an organization. This outcome emphasized the need for firms to regularly intensify trainings and ensure avenues for employees to have deeper knowledge on how to approach and deploy ICT systems and applications for marketing more efficiently.
However, Scupola (2003) findings affirmed that top management supports are very crucial as they are much concerned in the employees' knowledge. More so, organizational prowess in terms of top management decision has significantly promoted e-Marketing adoption as decisions taken at the management level to support ICT adoption will enhance the process of the integration and deployment of e-Marketing and identifies ICT as an imperative tool for an organization to attain higher height in the market place and stay competitive. This shows that top management decision is a key component by strongly ensuring the initiation and implementation of e-Marketing adoption.
Furthermore, environmental features such as competition, infrastructure, regulatory policy and market size are primary factors dictating proper adoption of e-Marketing in the paints industry. Other purposes of ICT adoption for marketing activities in the industry were to provide quality services, enjoy competitive advantage and maintain good market position by offering new forms of products and services, and protect the good image of the paints firm. The examination of the technological attitudes of firms in terms of cost of e-Marketing adoption, technology competence, its acceptability (popularity) and the effectual use for service delivery and time are crucial towards adoption and deployment of ICT by the paints firms and they are found to be statistically significant predictors of e-Marketing. The results put forward that if firms perceive that new ICTs are easy to use, guarantee quality service delivery and timing, they would show less resistance to its adoption and offerings. In addition, previous study from Akbulut (2002) confirmed that the complexity nature of a technology has a key influence on the adoption decision by firms, while self-confidence as a result of competency and self-efficacy could motivate firms to adopt and deploy ICT applications (Peansupap and Walker, 2005) .
The behavioural aspect of the decision making processes of e-Marketing adoption which are characterized by educational level and social awareness (information intensity) of technology showed that innovativeness and knowledge of the firms as regard e-Marketing were significant influencers that propel adoption.
POLICY IMPLICATIONS AND RECOMMENDATIONS
The investigations carried out in this study have several implications. The major implication of this study is that the integration and deployment of ICT innovation for marketing should embrace more other advanced features of e-Marketing, and a potent and uncompromised level of top management commitment should be encouraged by the Nigerian manufacturing firms.
Also, it is pertinent that the initial investment cost of acquiring ICT systems or tools should be subsidized by the Government, so that more value can be added to e-Marketing adoption, as some firms are discouraged to embrace ICTs due to high rate of technological changes. More attention should be on companies' capability to innovate and subsequently introduce new ICT products and services in the market place.
Furthermore, regular ICTs training and skills acquisition of marketing principle should be emphasized among employees, thereby equipping them to rapidly adapt to new technological changes and new ways of doing things. It is necessary for e-Marketing intending adopters to acquire experience on how to deploy specific ICT for a stipulated purpose. This is as a result of the diversities of the information systems which are sophisticated such that only a good command of them can ensure a useful exploitation of their numerous features.
However, companies should see marketing as a vehicle for change and diffusion of technological knowledge that can contribute to their success by deploying ICT that would enable them the privilege to access emerging opportunities. The proliferation of e-Marketing applications, concepts, systems, policies and implementation strategies to ensuring quality services has become a fundamental issue and concerns to firms, which is presently a necessity for local and global competitiveness. E-Marketing adoption demands strategic planning, coupled with the initial requirement of substantial financial resources and investments for the adoption. To allay fears regarding ICT adoption, need assessment and analysis should be conducted before acquiring ICT facilities and software systems for marketing and other usage. This may require the engagement of ICT experts and consultants to ascertain right investment decisions and strategies.
